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PLANNING AND POLICY COMMITTEE 
TO HELP DEVELOP IARI GROWTH 


Albert M. Cherry, Manager, Sales Promotion & Advertising for Reli- 
ance Electric and Engineering and an Institute trustee, was recently 
named head of a new committee to recommend how IARI may provide 
maximum research service. In making this appointment IARI chairman 
Harold W. Hoffman stressed the need for a review of current IARI ac- 
tivities in developing a long- range program to best serve the interests 
of subscribers and the entire industrial advertising fraternity. 


Serving on Mr. Cherry's committee are William B. Daub, Sun Oil Co.; 
G. C. Draper, Jr., Peacock Brothers Ltd.; Joseph W. Leonard, Ameri- 
can Management Assoc.; John C. Maddox, Fuller & Smith & Ross; and 
James W. Murphy, Allis- Chalmers Manufacturing Co. 


First committee meeting will be held in Princeton on October 13th. Mr. 
Cherry will welcome suggestions from subscribers who may write him 
in care of IARI, Box 411, Princeton, N.J. 


IN BUDGET PLANNING-- ARE YOU GETTING 
ALL THE INFORMATION YOU NEED FROM SALES? 


To develop an advertising program providing maximum help in accom- 
plishing sales objectives, the advertising department should have thor- 
ough knowledge of short- and long-range sales plans. 


In small companies some advertising managers are so close tothe sales 
function that they can keep posted on all important sales activities and 
plans. Unless you are in this enviable position, some set procedure is 
necessary for you to obtain this vital information. IARI's Report #3, 
"How to Establish the Budget for Advertising Industrial Products," de- 
scribes various proven ways you can do this. 





HOW WOULD YOU APPROACH CATEGORIES 2 TO 6 BELOW 
IN YOUR SALES CALLS AND ADVERTISEMENTS? 


According to IARI's Report #9, "Motives in Industrial Buying," people 
fall into one of the following categories when asked about the "whys" of 
their buying decisions: 


those who know and state why they did something. 
those who know why but cannot express themselves. 
those who know why but give the wrong reasons. 
those who know why but refuse to talk about it. 
those who don't know why, but think they do, and so 
give a really wrong reason. 

6. those who don't know why and refuse or have diffi- 


culty in saying anything. 


To cope with the many underlying factors entering into purchase deci- 
sions, it is now possible to communicate attitude- influencing ideas, either 
directly or indirectly, in addition to product features and service. Be 
sure to read the complete report for anenlightening study of the "whys" 
of human behavior and how to apply the findings for more effective indus- 
trial marketing. 


DO YOU KEEP MANAGEMENT "SOLD" 
ON ADVERTISING'S ROLE IN INDUSTRIAL MARKETING? 


Advertising managers can do this with afirm grasp of the questions asked 
and answered in IARI Report #5, "Organizing and Controlling Industrial 
Advertising Operations." A few of the more important measures dis- 
cussed in this valuable survey of current practices are: 


o taking more initiative in the development of 
sales objectives and plans 


© promoting more active participation in adver- 
tising planning by non- sales management 


© increasing ad department participation in plan- 
ning and development of non-paid space ad 
materials. 


If you have an acceptance problem in your own company, keep Report #5 
close by for easy reference. 








6 INDUSTRIAL ADS CAN BE REPEATED FOUR TIMES 
& WITHOUT LOSING THEIR EFFECTIVENESS 


... that was the significant finding of a repeat ad study made in 1947-48. 
But advertisers are questioning if this holds true today because of the 
impact the 12-year old study had in generating a trend to repeat ads more 
frequently. Advertisers also want to know if the findings apply to publi- 
cations in other fields besides the two originally studied. 


All industrial advertisers can help answer these questions by participa- 
ting in IARI's Repeat Ad Study now just getting underway. Over 70 pub- 
lications covering the great majority of industrial and commercial mar- 
kets are cooperating with IARI in this study--and it is expected other 
publications will be included as readership schedules for 1961 are final- 
ized this Fall. 


Here is an unusual opportunity to help determine for yourself how many 
times you should repeat your ads in books covering your markets. And 
of course the greater the number of participants the more meaningful 
the study will be. 


All you need to dois run a new ad four times according to the cycles 
described below. If this study has not already come to your attention, 
then write IARI, Box 411, Princeton, N.J., for full particulars. 


Cycles for Monthly Publications: (A) every month, (B)every other 
month, (C) every third month, (D) every fourth month, (E) two 

a = consecutive issues--a four month's gap--and two more consecu- 
tive issues, (F)three consecutive issues--a six month's gap--and 
two or three consecutive issues. 





Cycles for Semi- Monthly or Bi- Weekly Publications: (G) every 
issue, (H) every other issue, (I) every third issue, (J) every fourth 
issue, (K)two consecutive issues--a fourissue gap--and twomore 
consecutive issues, (L) three consecutive issues--a sixissue gap-- 
and two or three consecutive issues, 





Cycles for Weekly Publications: (M) every other week, (N) every 
fourth week, (P) every eighth week, (Q) every twelfth week, (R) 
two consecutive weeks--a two month's gap-- and two more consecu- 
tive weeks, (S) ad appear twice, four weeks apart--a four month's 
gap--and twice, four weeks apart. 








NOW IS THE TIME TO INCLUDE 
AN IARI SUBSCRIPTION IN YOUR 1961 BUDGET 


Industrial advertisers will see the advantages of belonging to IARI by 
comparing the cost of reports on an individual basis with the cost of a 
subscription. 


The immediate benefit to a new subscriber is the choice of any five of 
the reports described below--plus the option to purchase the remaining 
four for a flat $50. The choice of course includes continuing Report #6 
which is available only to IARI subscribers. And IARI subscribers re- 
ceive one copy of each new report for each $100 of subscription--three 
new major reports are scheduled for publication during the coming year. 


#1- "Methods for Handling & Evaluating Industrial Advertising In- 
quiries" $75 

#2- “Bibliography of Information on Handling Industrial Advertis- 
ing Inquiries" $5 

#3 - “How to Establish the Budget for Advertising Industrial Prod- 
ucts" $150 

#4- "Yardsticks for Evaluating Industrial Advertising Research" $1 
“Organizing & Controlling Industrial Advertising Operations" 
$100 

#6- “Analysis of Advertising Readership Studies" - A continuing 
report 
"How to Get More Value from Trade Show Exhibits" $100 

#8 - “Howto Coordinate Industrial Sales & Advertising" $100 

#9- "Motives in Industrial Buying" $100 


INDUSTRIAL ADVERTISERS 


amount of annual 
annual budget subscription 

Up to $50,000 $100 
$51,000 to $125,000 $200 
$126,000 to $250,000 $300 
$251,090 to $500,000 $500 
$501,000 to $750,000 $1,000 
$751,000 to $1,000,000 $1,500 
Over $1,000,000 $2,000 

(Based on that portion of the annual budget de- 


voted to industrial products and services, regardless 
of media used.) 
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